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THE FRILLIS GONE 


or Spring ’94, suit designers 
H are sticking to a primarily 

soft and fluid silhouette. 
Banished are the frills and furbe- 
lows. In their place are infinitely 
wearable understated suits that are 
light years away from the tradi- 
tional power suits of the ’80s. 
Echoes of Armani’s impeccable 
tailoring and Calvin Klein’s monas- 
tic purity combine with hints of the 
Far East and the Edwardian dandy 
for a refreshing and distinctive look 





es key message for the 
Spring ’94 season is soft: 
soft fabrications, soft 
unconstructed tailoring and soft 
colorations. There is a getting back 
to basics, and naturalness abounds. 
Emphasis is on loose shapes, 
natural fabrics and monochromatic 
layering. Details are minimal. 


As for the silhouette, there really 
are no rules. The hemline issue is 
being played out to the maximum 
with the entrance of the micro mini. 
Pants continue to be important, and 


SPRING - SOFT. . . 
SOFTER. . . SOFTEST 


that works day or night. Subdued organic shades are ubiqui- 
tous, but there are flashes of navy, 
coral, and red, as well as dusty 
pales such as seafoam, ivory, and 
peach. Novelties are still around 
and go the subtle route. Favored 
stitching, and lacing. While jackets fabrics include moss crepes, vis- 
are going down, the skirt is on its cose, tropical wools, triacetate, and 
way up. Many designers are offer- silk. 

ing 21, 23, and 24 inch lengths, as 
well as the more classic 25 and 34 
inch. For the career customer, the 
pantsuit is still a mainstay. 


Notable details include slits, splits, 
and carwash pleats in jackets. The 
cutting edge customer can find 
lattice work effects, soft ties, 


The following designers’ Spring 
looks suit us to a tee: 


continued on page 2 






wide still looks fresh. Often called 
shirts, cardigans, or tunics, jackets 
come in all lengths, with dropped 
shoulders and narrow or non- 
existent lapels. 


Layering is of utmost importance. 
The vest is extremely strong, with. 
lengths and fabrications running 
the gamut. Dresses worn open, top 
pants, leggings, and shorts. Design- 
ers challenge tradition — short 
appears over long, cut-away over 


SUSIE TOMPKINS 
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"FRILLS" continued from page 1 


GEORGE SIMONTON is a peren- 
nial favorite with the ladies who 
lunch. This season he plays up 
fashion forward styling that also 
works for the executive woman. 
There’s an interesting array of 
jacket shapes that run from long to 
longer. His side-slit duster coat, 
over soft trousers, comes in banana, 
navy, red, or black. Perfect for the 

- career customer in triacetate. Italian 
viscose and fibranne are also used. 
Details include double layered 
effects, and white spills out at 
collars and cuffs for contrast effects 
in ladylike luncheon suits. The new 
GEORGE SIMONTON NITES 
division plays up well priced late 
day suits in primarily black and 
white. Outstanding examples are 
the 3-piece pantsuit with camisole 
and the elongated dandy, in black, 
with jet sequins on net beading 


ALBERTO MAKALIT looks to the 
Far East for inspiration. His Indo- 
nesian tunic suit in blue rayon crepe 
works day or night. The short 
sleeved jacket has split sides (the 
better to show off the batik print 
lining), and tops a slim batik 
printed cotton skirt. This is a strong 
resource for feminine day-into- 
evening suits. The Spring palette is 
soft and pretty, and detailing in- 
cludes touches of glass beading, 
lacing, eyelet, and splits. A lovely 
choice could be his shaped suit in 
butter with glass beaded curved 
neckline and flap pockets (also 
outlined in the same bead work). 
There’s a slim above-the-knee skirt. 


NOVIELLO BLOOM emphasizes 
femininity using softer shapes this 
season, with shorter skirts and fluid 
pants taking center stage. The look 
is clean, unfussy — more wearable. 
Fabrics include pebble crepes, 
rayon/linen blends, raw silk, cotton 
poplin, and pure linen, all in impor- 
tant neutral shades. There’s an 





outstanding pantsuit with split jewel 
neck in subtle beige/white striped 
rayon/linen, over fluid pull-on 
georgette pants in the same stripe. 
A smart luncheon/late day choice 
could be the soutache trimmed 
shapely suit in almond poly pebble 
crepe. 


ANYA caters mainly to the lun- 
cheon/late day crowd with superbly 
cut and very feminine suits in ivory, 
pink, or ice blue shantung, touched 
with her signature delicate appliqué 
embellishment. Long Dandy jackets 
feature notch or shawl collars edged 
in embroidery that repeats on the 
pockets and sleeves. Skirts are 
either slim or long and softly 
pleated (the latter in chiffon). 


RENLYN targets the career cus- 
tomer with well-priced viscose, 
100% poly, silk/viscose blends, and 
novelties in pale monochromatic 
tints. Here you find soft pantsuits, 
3-piece ensembles, and proven 
bodies for Spring. The newest look 
incorporates. the long 51" soft, side- 
slit duster over double pleated 
trousers. It comes in banana or sage 
poly with a row of matte gold 
buttons as the only detailing. 


Also catering to the career cus- 
tomer, TAHARI offers uncluttered 
soft suitings in lovely neutrals. The 
extensive collection comprises cool 
wools,-acetate/viscose jacquards, 
moss crepes, 4-ply poly crepes, silk 
piques, and viscose/linen blends. 
Shapes include the riding jacket, 
asymmetrical jacket, “Armani” 
cardigan, the Edwardian shaped 
jacket, and elongated jacket — 
many with soft flutter collars. 
Short slim and flippy skirts alter- 
nate with a variety of fluid easy 
pants and classic trousers. An 
elegant choice could be the away- 
from-the-body shirt jacket over 


pants — both in linen, ash or foam 
continued on page 5 


BLENHEIM'S MIAMI SHOWCASE PART II 


arshall Lester, 
Blenheim’s Chief 
Executive, Apparel 


Division, has a special interest in 
THE INTERNATIONAL 

JEANS WEAR SHOW, that pre- 
miered in Miami this September. 
Lester, an innovator in the jeans 
industry during the ’70s, was the 
first to develop a process to fade 
denim... in the bathroom of Hong 
Kong’s Peninsula Hotel, no less! In 
the second part of our two-part 
series, Lester discusses this show 
as well as Blenheim’s plans for the 
future with FI’s, Bridget Biggane. 


“South Beach was the reason we 
chose Miami as the venue for The 


"SPRING" continued from page 1 


covered, sheer over opaque. 


Fabrics are textural. Silk and silk- 
like blends promote the softness 
inherent in the season’s bodies. 
Other fabrics, such as linen and 
cotton are frequently treated or 
slubbed for a tactile appeal. Knits 
are seeing a resurgence in open, 
handwork layering pieces that mix 
with career. Prints take a back seat 
to monochromatic texturing. When 
shown, prints are generally tribal, 
environmental or multi-cultural. 


Color couldn’t be more natural. 
Who knew that there were that 
many shades of beige! Clean, 
nature inspired neutrals are by far 
the most important message of the 
season, with an abundance of off- 
whites, creams, and tans, as well as 
combinations of very pale pastels. 
Mineral-like grays and browns 
come in as a second color story; 
spices and rain forest brights work 


International Jeanswear Show. 
America finally has its St. Tropez 
(in South Beach), and it finally 
epitomizes the young, slick, laid 
back and cool lifestyle and 
streetwear... it’s what streetwear is 
all about. It’s probably the only 
place in the world where you can 
rent a Harley Davidson by the hour 
and just cruise up and down the 
strip. 


Jeanswear doesn’t really mean 
jeans, it’s an attitude to dressing. I 
think streetwear lifestyle really 
sums it up a little more. That’s why 
we called International Jeanswear 
the ‘Streetwear Lifestyle’ Show. It 
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features accessories and shoes as 
well as jeans, outerwear, and 
casualwear. What makes this show 
different is that it’s real “niche 
marketing.” It’s essentially a unisex 
show... right now I’d say we have a 
50/50 split between men’s and 
women’s clothing. The reason is 
that from the most generic end of 
the industry to the upscale end... it’s 
virtually all unisex. So we felt that a 
unisex trade show for streetwear, 
which is probably the largest 
spending area of the industry, made 
a lot of sense. There aren’t any 
other shows like that. That’s why 
we were very focused on that niche. 
It’s very much an international 


continued on page 6 


as accents. 


SUSIE TOMPKINS shows an 
extensive collection. Jackets are 
soft and unconstructed, while 
bottoms range from wide-legged 
pajamas to short little wrapped or 
flared skirts. Button-front dresses 
(worn alone or used as a layering 
piece) and vests appear in all 
lengths and styles. Knits work well 
in each group. Fabrics are textural 
in linen, cotton, wool and various 
blends. Colors combine sand, putty, 
straw, and ecru with pale shades of 
green, blue, and melon. 


At ANNE KLEIN II, a very femi- 
nine collection, reminiscent of the 
’20s, consists of a number of softly 
constructed pieces. Relaxed shirttail 
jackets and cardigans ease over 
softly flared skirts and slim trou- 
sers. The micro mini shows up here 
too, at a mere 19 inches, and pairs 
with a short boxy jacket. Pastel 


colors of barely pink, iris, and 
continued on page 6 





STONEHENGE - MOLECULAR EXPRESSIONS 
VITAMIN COLLECTION 


For something new and definitely a 
conversation piece, try Molecular 
Expressions Vitamin Collection 
Neckwear by Stonehenge. Beauti- 
fully colored ties based on the 
molecular pattern of vitamins 
recreate the high-tech artwork of 
research scientist Michael W. 
Davidson. 


These stunning limited edition ties 
are a reflection of his “micro- 
graphs’ — patterns captured 
through the use of microscope, 
camera, and optically polarized 
light. Exhibited in galleries and 


science centers, the micrographs of 
Thiamine, Vitamins C, D, E, K, H, 
Folic Acid, and Paba, with their 
combinations of shapes and colors, 
offer dramatic and distinctive 
kaleidoscope patterning. Their tie 
counterparts come with a hang tag, 
displaying a four-color photo of the 
vitamin “micrograph” they repre- 
sent, and each design is available 
in 4 to 6 colorways. 


Contact: Stonehenge, Ltd. 
212-947-0290. 
Press: Nicol & Company, 
212-889-6401. 


REALTA FATHERS 
THE “‘TWO-TIEMER” 


In Chicago, Realta men’s store is 
selling the two-tie look. Created by 
accident, it began with a client who 
liked the way two ties combined 
when brought out for his inspection. 
He agreed with Glen Ventura, a 
partner in the company, that the ties 
looked exceptionally well together 
and immediately bought them to 
wear as a fashion statement. Since 
then, according to Ventuna, they 
have received numerous requests 
for the two-tie pairing, “When I 
was wearing two coordinated ties in 
Milan, a wider solid and a thinner 
pattern, people went wild. We now 
stock some ties with this in mind, 
because the style keeps growing in 
popularity. We’d like to be the two- 
tie mecca for Chicago!” Interesting. 


Contact: Tom Doody & Assoc., 
312-226-2555 





ARMCHAIR SHOPPING 


The Tova Corporation 


“Nobody knows the full potential 
for combined sales or the multiple 
opportunities in- home shopping 
provides, but it’s clear that conser- 
vative estimates suggest industry- 
wide sales to be in the multibillion 
dollar range within the next five 
years,” states Cheryl Engstrom, 
Corporate Media Relations Man- 
ager for Nordstrom’s. 


Fashion International witnessed the 
QVC home shopping phenomenon 
first hand when we were invited to 
the QVC network headquarters in 
West Chester, Pennsylvania. There 
we met Tova Borgnine, president 
and CEO of her own cosmetic 
company, The Tova Corporation. 
Tova first appeared on QVC in 
1990, where she pioneered the sale 
of quality skin care, hair products, 


make-up, and fragrance (fashion & 
beauty constitutes 20% of all 
merchandise sold on QVC), joining 
such major fashion figures as Diane 
Von Furstenberg, Nolan Miller, and 
Kenneth J. Lane. Her signature 
fragrance, TOVA, is currently the 
top selling fragrance on QVC — 
impressive statistics considering the 
shopping network’s instant access 
to approximately 47 million view- 
ers. We watched in awe as thou- 
sands of dollars were generated in 
less than five minutes, as Tova 
chatted on the air and answered 
viewers’ phone calls. On this 
particular broadcast, Tova was at 
QVC to promote her Body Building 
Hair Kit. These strictly botanical 
products, free of any animal testing, 
are derivatives of Cactine (as are 
all the 104 products in her line), an 
extract of four types of cactus — a 
plant noted for its healing proper- 


ties. This reporter found the Hair 
Masque, a miracle product that 
feeds and balances hair texture, 
particularly impressive. 


The Tova Corporation owes its 
success to three factors: exceptional 
products, Tova’s personal commit- 
ment, and her innovative marketing 
techniques. States Tova, “QVC 
offers immediate communication 
with people because its energy is 
palpable. It’s like having an ex- 
tended cosmetic center that 
stretches across the entire country.” 
Joan Salb, renowned retail consult- 
ant concurs, “It seems clear... 
consumers like the option of shop- 
ping from their living rooms. 
Further, there’s a strong belief, by 
both those who are plunging into 
the QVC type broadcast—home 
shopping— and those who prefer to 
defer from such activity, that the 
ultimate future will be interactive 
television as a shopping vehicle of 


tomorrow.” 
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"FRILLS" continued from page 2 

silk pique. The jacket has a coordi- 
nating print chiffon scarf. Very 
directional is the black crepe 
pantsuit with Mandarin collar and 
tapered trousers, and the hand 
embroidered and beaded Mandarin 
collared rayon/linen late day 
pantsuit (in navy peach or “linen’’). 


LAVANTINO, known for their 
eye-catching fashion forward 
luncheon and special occasion suits, 
offer stunning linen/viscose blends 
in shades of salmon, mustard, 
cinnamon, lilac, plus black and 
white. Typical of the collection is a 
Dandy suit (available with either 
skirt or pants), with lattice open- 
work back. The jacket features 
besom pockets and gold buttons. 


SABLE ET OR (at Signum- 
Cressey), specializes in suits for 
women who lead active social lives. 
This designer line offers magnifi- 
cent wool satin-back crepes and 
pure silks in over 18 colors. The 
longer, shaped jacket with keyhole 
neckline, split sleeves, and crystal 
buttons tops a slim 23" skirt and 
looks refreshing in Parma violet 
wool crepe. On the career track are 
two stunning silk suits. In ivory, 
with longer, shaped jackets, these 
suits feature four subtle “woven” 
gold/pearl square buttons down the 
front. Very chic is the suit with split 
wing collar, flap pockets, and slim 
skirt. 


YL is a new firm that offers afford- 
able silk suits to the career cus- 
tomer. While pantsuits are preva- 
lent, there’s a definite return to 
more fluid skirts for Spring. The 
long, gently shaped cardigan over 
short flippy skirt in 34 MM silk 
pebble crepe is a perfect example. It 
comes in coral, periwinkle, black or 
ivory. A suit that will work day or 
night is the spaghetti tied shawl 
collared pantsuit in black, dove, or 
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clay 40MM silk crepe. 


MAURICE DAQUIN (at Chloe- 
Valentino), proffers elegant career/ 
luncheon suits for the designer 
customer. Spring suits fashioned of 
tropical wools come in soft mid- 


tones of beige, peach, and seafoam, 
as well as navy, off-white, and 
black. Every style is available with 
either pants or slim skirt. Don’t 
look for vanguard styling, but 
understated chic suits that work 
almost year-round. Outstanding— 
the 4-button pantsuit in seafoam, 
with long side-slit shirt jacket and 
two patch pockets. 


CHRISTIAN DIOR has an exten- 
Sive suit range for the executive 
woman, as well as the social set. 
Softness is key this season in both 
color palette and fabrics. Moss 
crepe, silk linen, 100% washed silk, 
cotton pique, and 100% rayon are 
the favored fabrics. A gorgeous 
moss crepe pantsuit in custard has 
narrow stitching at the jacket’s 
midriff. A rose silk linen suit 
derives its Edwardian influence 
from the clever seaming on the 
longer, shaped jacket. An apricot 
washed silk luncheon suit plays up 
a face-framing stand-up wing collar 
and front-slits on the long shapely 
jacket. Evoking the dandy is Dior’s 
beige basket weave single-breasted 
suit. The set-in sleeves feature 
graceful lace ruffles. 


OLEG CASSINI targets the work- 
ing woman with an array of poly/ 
rayon and linen blend suits in soft 
mid-tones and brights. Noteworthy 
styles include a 3-button safari 
ensemble (skirt plus pants), with 
patch pocket, belted jacket in beige 
poly/rayon, and an attractive coral 
suit with keyhole neckline and 
besom pockets. More directional is 
a lovely single- button, fly-front 
tunic, split jacket with palazzo 
pants in black poly/acetate linen, 
and a pale celadon pantsuit in 
herringbone rayon. The soft cardi- 
gan has curved slit sides, and five 
buttons down the front. It’s clean, 
simple, elegant. 


"SPRING" continued from page 3 
vanilla work in with classics of 
ivory and navy. 


The LIZ CLAIBORNE COLLEC- 
TION tones down with softer 
shapes, and muted colors. In the all 
silk hieroglyphic print group, 
French vanilla or taupe tunic tops 
and cable knit twin sets replace the 
blazer. Long full skirts and draw- 

_ String pajamas join shorter length 
skirts of 17 and 27 inches. The 
Nehru jacket and banded shirt in the 
“Exotic Spice” group of linen/rayon 
blends are also new looks for them. 


At EMANUEL BY EMANUEL 
UNGARO, a myriad of jacket 
bodies mix with soft bottoms for a 
number of suit looks. One jacket, in 
a black/natural glen plaid rayon 
crepe has a detachable faux vest 
that provides several looks. It can 
be worn alone or with a blouse. 
Short and long sarongs, micro 
minis, and pants, in all widths, offer 
a choice in bottoms. Vests, in 
several styles, add to the layering 
effect: belts, wrapped twice around, 
appear with many soft jackets. 


For a modern career look, ISDA & 
CO combines easy suitings with 
soft knits. A soft microfiber jacket 
and wide-legged pant mix with a 
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hand crocheted vest and cotton rib 
crew — a smart simple look. Colors 
are sand, stone, canyon, celery, 
hillside, meadow, and midnight. 


ASSETS LONDON epitomizes the 
natural and ecological trends in 
knitwear. Long, lean and relaxed 
bodies in luxurious lightweight 
yarns play with proportion and 
promote layering. Organic cottons, 
silk boucles, and linen blends make 
up transparent looks, along with 
needle-out knits, pointelle lace, 
floral patterns, fine ribs, lace-up 
closures and hand knit crochet. 
Colors are natural, maize, raw 
white, indigo, duck egg, chocolate, 
and black. 
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"BLENHEIM" continued from page 3 
show with American & European 
companies coming together. 


A Menswear Show is very much 
part of Blenheim’s future strategy 
in the U.S. We are looking at some 
alternative possibilities there — 
there are some menswear shows in 
the U.S. that could be potential 
acquisitions for us, but failing that, 
we’ll launch anyway. Menswear is 
very much an area that we intend to 
get involved in. 


Premier Collections will also 
expand. The British Department of 
Trade and Industry were unable to 
fund participation in a launch show: 
It’s not just the British Government, 
several Governments have the same 
policy. But by the time the second 
show comes around, we expect 
major participation from the U.K. ... 
France has already confirmed. 

The French Womenswear 
Federation...will be sponsoring a 
major group for the second show. 
We’re also talking with other 
countries now, like Germany and 
Canada.” 


Dates for 1994 


New York Premier Collections 
at Javits Convention Center: 
2/13-15 & 9/18-20 


International Jeanswear 
Show at the Miami Beach 
Convention Center: 
4/8-10 & 9/10-12 


To attend or participate in either 
event contact BLENHEIM: 
201-346-1400 ext 162; 
800-829-3976 or 
Fax: 201-346-1526 





